Introduction
Improving service quality has being the primary goal of service industries for the past five decades, most especially when studies have linked customer satisfaction with good service quality. This is true, particularly, in retail banking where there is little or no differentiation of the products offered. The alternative means of retaining-expanding the customer base is to enhance the quality of services provided to sustain customer satisfaction. Maintaining customer satisfaction is very crucial to retail bank continuous existence since no bank can remain in business without loyal customers. Researchers have enumerated the benefits of customer loyalty as a result of their satisfaction in the quality of services obtained from their service providers. These include increased profit, 1 reduction in service cost, better understanding of financial affairs and needs of their clients and the opportunity to cross-sell the old and new products (Levesque and McDougall, 1996) . Some other benefits are positive words of mouth, readiness to pay charged price and inclination to see one"s bank as a "relationship" bank (Arbore and Busacca, 2009 ).
Thus, it becomes the duty of retail bank managers to devote their strategies to activities that will surpass their customers" service expectations. Parasuraman et al (1995) identified ten dimensions of service quality which was later refined to five -Reliability, Responsiveness, Assurance, Empathy and Tangibles -an assertion that has been strongly debated in the literature (Levesque and McDougall, 1996) . However, there seems to be a unanimous opinion on the fact that the dimensions of service quality depend on the service setting and environment with empirical and theoretical evidence pointing to two of these as the overriding dimensions-the core and the relational factors-to be universal. The banking sector in New Zealand comprises of both indigenously owned and foreign incorporated banks that obtained license to operate in the country. This creates a competitive environment which requires a lot of initiatives in order to survive. Since it is difficult to differentiate the services provided, the probable option is to improve customer satisfaction through enhancement of the quality of service they provide. This study, therefore, tests these dimensions of service quality in New Zealand with a view to establish those that determine customer satisfaction in retail banking. Survey data were obtained from 115 customers of six different banks in New Zealand, and the data collected were analysed using the structural equation modeling technique. This study confirmed the five dimensions of service quality in New Zealand out of which three determined the retail bank customer satisfaction. The output of this work is expected to assist the policy makers to know which of the aspects of service quality should be given the highest priority.
The rest of this paper is organized with next section (literature review) focusing on the customer satisfaction in retail banking. Emphasising on service quality (SERVQUAL) model, the paper reviews the most cited articles on the topic published in academic journals to analyze the determinants of customer satisfaction as well as constructing several hypotheses. After the literature review section, materials and methods section discusses the study area, questionnaire development, sample selection, instrument and scaling of measurement, data analysis and hypotheses testing etc. After that, the results and discussion section illustrates demographic characteristics of the respondents, measurement model, analysis of the structural model, revised structural model, results of the hypotheses testing and the discussions of the findings. Finally, the Conclusion provides some policy implications in the real world perspective as well as suggestions for further studies to achieve more accurate understandings of retail banking services in New Zealand.
Literature Review
The importance of customer satisfaction both practically and theoretically for firms" continuous survival cannot be over emphasized (Naser, 2003; Zalatar, 2012) . The idea of Customer"s satisfaction refers to fulfillment of customer"s expectation (Vesel and Zabkar, 2009 ). This is a perception a customer has after using a particular product or service (Naser, 2003) , which antecedents may stem from either emotion or cognition (Yu and Dean, 2001; Vesel and Zabkar, 2009) . Past studies have highlighted the intangibility of service. Unlike products, service can only be experienced and not seen in real life, which the assessment is ex-post. As such "it has been argued that intangibility is the single most important difference between products and services" (Santos, 2002, p. 1) .Thus a service produced, whether good or bad will have to be definitely experienced by a customer (Jamal & Naser, 2003) . Therefore, it becomes paramount to every organization to monitor the quality of service they provided.
Service quality is an important primary concern of every service organization. This is because it is a prerequisite for service company both for its survival and to gain competitive advantage over and above its rival (Zalatar, 2012) . Service quality refers to the difference that exists between customers" service expectation and what he actually received in a particular transaction. The dimensions of service quality were first conceptualized by Parasuraman et al (1985) . They identified five different aspects employed by customers to assess the quality of service they receive. These are: Reliability, Responsiveness, Assurance, Empathy and Tangibles. To effectively quantify these service quality dimensions, Parasuraman et al (1988) developed a 22-item questionnaire, known as "SERVQUAL" instrument, to assess customer"s expectation and service performance through these dimensions. Since then, many models and instruments to quantify service quality have been developed. The models and instruments have been widely employed in studies conducted on service quality in different service industries (Zalatar, 2012) .
Looking at some of the studies on the determinants of customer satisfaction in retail banking, Levesque and McDougall (1996) studied the determinants of customer satisfaction in retail bank in Canada. Data was obtained from a survey of 325 church goers. They used 17 items to measure service quality and service features on a 7-point Likert scale, ranging from 1, strongly disagree to 7, strongly agree. All the explanatory variables which include the service quality dimension proposed by Parasuraman et al (1985) except bank location were found to be significant determinants of customer satisfaction in retail banking in Canada. Arbore and Busacca (2009) conducted an extensive study on the determinants of customer satisfaction in retail banks by obtaining data from a well-known retail bank in Italy. Using a survey data from 5000 customers, and a revised methodology that deviate from the traditional approach, they were able to confirm non-linear and asymmetry relationship among the characteristics of performances and customers" overall satisfaction. In essence, their finding shows disparity between the results obtained using the tradition and revised methodology. Jamal and Naser (2003) examined the determinants of customer satisfaction in retail banks in Pakistan. Using a survey of 300 questionnaires that was randomly distributed to the customers of women bank in Pakistan, they were able to show strong relationship between various dimensions of service quality and customer satisfaction. However, the relationship between tangible and customer satisfaction was not supported in their study. Alhemoud (2010) studied the determinants of customer satisfaction in Kuwait retail banks, using 605 randomly distributed questionnaire to both citizen and noncitizen resident of Kuwait. He found that customers are generally satisfied with the service quality provided by Kuwaiti banks. However, the ANOVA result of the data revealed differences in the aspects of service quality that satisfy the Kuwaiti and their non-Kuwaiti counterpart. While the Kuwaitis are thrilled with the enabling features of banking services, it is the reliability dimension that pleases the non-indigenes. The aspect of service quality that relates to competitiveness measured by interest and the likes was least valued by the respondents as reported in the study.
Ehigie (2006) studies how customer expectation of service quality and satisfaction predict the loyalty to their banks in Nigeria. The study which employed mixed methods combined both focus group discussion (18 participants) and in-depth interview (24 respondents) to develop a measurement scale which was used to survey 247 respondents to obtain its data. Using hierarchical regression, the study revealed that both service quality and satisfaction are significant determinants of loyalty in retail bank with customer satisfaction contributing the more. Addo and Kwarteng (2012) assess the determinants of customer satisfaction and the level of acceptability of services provided by private banks in Ghana, using the service quality dimensions. They surveyed 140 respondents to take their perception about the five dimensions of service quality as regards their banks. They analysed the data using descriptive statistics, factor analysis and correlation. Their results indicate that all the five dimensions of service quality are significant predictors of customer satisfaction in retail banks in Ghana. In addition, the result showed that responsiveness and assurance are the most valued service qualities with highest loadings. Finally they confirm direct link between customer satisfaction and loyalty.
However, it should be noted that using "SERVQUAL" to measure service quality to determine customer satisfaction has received its own share of criticism in the literature. Specifically, it has been criticized on a number of grounds. The first is the actual number of dimensions of service quality. Ten dimensions were original proposed which was later refined to five. Even these five tend to vary with context and environment. The second criticism is the stability of the instruments from one context to another which may warrant adaptation, addition and/or deletion of the items. The third criticism is the psychometric problem that may arise as a result of the calculation of the difference of score (expectation minus perception of service quality) which may result in customers overstating their prior expectation as result of their previous bad experience with the organizations (Buttle, 1996) . Nevertheless these criticisms, "SERVQUAL" has found wide usage among researchers since its development. This study will not be an exception as it used the five dimensions of service quality to establish the determinants of customer satisfaction in retail banking in New Zealand. To the best of the authors" knowledge, no such study has been conducted in New Zealand before. The five dimensions are as follow:
Reliability: Ability to perform the promised service dependably and accurately.
Responsiveness: Willingness to help customers and provide prompt service.
Assurance: Knowledge and courtesy of employees and their ability to inspire trust and confidence.
Empathy: Caring, individualized attention the firm provides its customers.
Tangibles: Appearance of physical facilities, equipment, personnel, and communication materials.
Hypotheses of the Study
Following the past studies that have used service quality dimensions to predict the determinants of customer satisfaction, this study tested five hypotheses that relate to the link between the five service quality dimensions and customer satisfaction for New Zealand retail banking, using the 22 SERQUAL measurement instruments. These hypotheses are:
There is significant positive relationship between tangible and customer satisfaction H 2 : There is significant positive relationship between reliability and customer satisfaction H 3 : There is significant positive relationship between responsiveness and customer satisfaction H 4 : There is significant positive relationship between assurance and customer satisfaction H 5 : There is significant positive relationship between empathy and customer satisfaction 
Materials and Methods

Study Area
This study was carried out in New Zealand. New Zealand is an Island country that is situated in the south western Pacific Ocean. Geographically, it is made up of two main land masses-the north and south island together with several smaller islands. New Zealand is located roughly 1,500km to the east of Australia transversely to the Tasman Sea and approximately 1,000km to the countries in the south of Pacific Island-New Caledonia, Fiji and Tonga. Due to its isolation, it falls under one of the few last islands to be inhabited by man. New Zealand economy is based on primary products which serve as the bases of its export that comes from agriculture. The country has efficient agricultural system and is the world leading exporter of a number of agricultural products such as dairy products, meat, fish, wool, fruits, vegetables and forest products. New Zealand also has a good reserve of natural gas and its leading manufacturing sector includes metal fabrication, food processing, paper products and wood. The banking sector in New Zealand is regulated by its central bank known as the Reserve Bank of New Zealand which manages the country"s monetary policy, maintains price stability, promotes efficient financial system and supplies the its currency. The banks operating in New Zealand are registered under the reserve bank. At present, there are 22 registered banks in New Zealand out of which 10 operate in New Zealand as branches of oversea incorporated banks.
Questionnaire Development
The questionnaire used for this study contains three parts. The first part was on the demographic characteristics of the respondents. This part surveys the general characteristics of the respondents, which include age, gender, academic qualification, marital status, type of banks etc. The second part contains questions on service quality of the banks. This aspect adopted the measurement scale of service quality developed by Parasuraman et al (1994) . This scale consists of 22 items that measure various dimensions of service quality. The respondents were asked to give their perception of their banks service qualities based on a 5-point Likert-scale. These numbers represent: 1 -strongly disagree, 2 -disagree, 3 -neutral, 4 -agreed and 5 -strongly agree. This was to allow the respondents some degree of flexibility when responding to the questions. The final part of the questionnaire was on the overall satisfaction of customers based on the services provided by their banks. This part was adopted from Levesque and McDougall (1996) , and was also based on a 5 -point Likert scale. In this part, the meanings of the numbers are: 1 -very satisfied, 2 -satisfied, 3 -neutral, 4 -dissatisfied and 5 -very dissatisfied. This was printed and administered to the respondents.
Sample
This study uses purposive sampling method to select its respondents. Participants for this study were individuals who operate current or saving account in any of the banks, age 18 years and above, in New Zealand. Purposive sampling, a convenience sampling method, is a non-probability sample that satisfies certain criteria (Cooper and Schindler, 2001) .In all, 300 questionnaires were distributed to different respondents from which 120 was returned, making the effective response rate to be 40%. However, 5 of these questionnaires were excluded from further analysis because of non-conformity to the requirement (criteria) to be used as samples and excessive missing data. These are questionnaires which parts are missing completely at random (MCAR).Following the suggestion by Hair et al (2010) , any solution to rectify missing data could be used. Nevertheless, given the fact that the missing information was so great as to render the questionnaire un-usable, we preferred to remove the responses in these questionnaires from our subsequent analysis. Therefore, the final sample size was 115 respondents. Given the minimum sample size requirement of five per indicator, this number is deemed to be adequate. However, it should be noted that the maximum likelihood method employed by SEM software requires a large sample for consistent output.
Instrument and Scaling of Measurement
As mentioned above, this study employs questionnaire items from the existing literature. Because our study entails using an already developed instrument in a completely new environment, we conducted exploratory factor analysis (EFA) on the data collected to make sure that the items loaded well on their designated constructs with a very high reliability. The EFA was conducted factor by factor since we are using a standardized measurement scale in other to remove poorly loaded indicator(s) from each of the constructs before carrying out the reliability test and to be sure the items on each construct are measuring the same thing (Hair et al., 2010) . The initial questionnaire items for the latent variables of the service quality in the model consisted of 22 manifest indicators from which one was eventually removed. The remaining 21 indicators were adopted and used for this study. This tally with Muthen (2001) who recommends conducting EFA in a confirmatory factor analysis (CFA) framework to confirm more concrete nature of the structural model.
We employed principal component analysis (PCA) of the factor extraction technique, using verimax rotation option to obtain factors of maximum variance with Eigen value of 1 and above from a data set with few orthogonal components. This is appropriate for variable reduction prior to performing CFA. All the items have factor loadings of more than 0.7 on their construct (Table 1) . The measure of sampling adequacy and suitability of the latent constructs for EFA indicated by their KMOs (all above 0.5) and Bartlett"s tests (all highly significant) together with the factor loading of each of the indicators is presented in the Table 1 above. The factor loadings represent each of the latent variable"s level of construct validity. Hair et al (2010) observe that the entire factor loading should be more than 0.50, which means 25 percent of the total variance is accounted for by the factor. The implication of this is that the loading of each of the indicator should be 0.70 and above for it to account for 50 percent of the variance of the construct it measures. However, this value should not be more than 0.9 which also indicates singularity. The presence of variables with loadings above 0.9 is an indication of singularity in the model. All the total variance extracted were more than 60 percent, the value recommended in the literature.
Data Analysis and Hypotheses Testing
We started our data analysis with the descriptive statistics of the demographic part to summarize patterns in the responses of cases in the sample. Means, frequency distribution tables etc, were used to bring out the salient information of the data. Structural Equation Modeling Technique (SEM) was used to test the hypotheses of this study. Structural equation modeling is a second generation regression techniques that is superior to other first generation regression analysis such as multivariate regression technique. SEM superiority has been especially noted in its ability to handle a large number of dependent and independent variables simultaneously. SEM is distinct from other multivariate techniques for its usefulness when an endogenous variable becomes an exogenous variable in the same analysis. We chose SEM for this study for two basic reasons. The first reason is the presence of multiple observed variables because of the latent nature of our constructs for better understanding in the area of scientific inquiry (Schumacker& Lomax, 2004) . The other ground is the ability of SEM, unlike other methods, to be able to combine both observed and unobserved variables together in one shot (Byrnes, 2001) . SEM techniques, therefore, have become the toast of researchers in conforming theoretical models to utilizing a quantitative approach.
Results and Discussion
Demographic Characteristics of the Respondents
The sex distribution of the respondents shows that 62 percent are male while the remaining 38 percent are female. The age of the participants shows that most of them (51 percent)are between the age range of 26 and 40 years, the remaining 49 percent is divided between those who are 25 years and less (37 percent) and those above 40 years of age (12 percent). The distribution of the participants based on marital status are roughly equal with married 49 percent, single 46 percent and the remaining 5 percent falls to others. The respondents are highly educated with overwhelming majority, 89.6 percent, having attended college or university, 7.8 percent of the participants did not go beyond high school while the remaining 2.6 percent have other qualification. The participants fall into different occupation group with private sector taking the lead, 29.6 percent, followed by public sector and student only, 22.6 percent each. The students that engage in part time work are 16.5 percent while less than 1 percent of the respondents are unemployed. Finally, we explore the respondents" number of years with their banks. The data show that 57 percent of the respondents have 5 or more years of experience with their current bank while the remaining 43 percent have less than 5 years of experience with their current banks. 
Measurement Model
The first step in data analysis using the structural equation modeling technique is to conduct confirmatory factor analysis to validate the constructs of the model (Hair et al, 2010) . A confirmatory factor analysis was conducted on the data collected from respondents through Structural Equation Modeling in AMOS (Version 18), using Maximum Likelihood (ML) estimation (Byrne, 2010) . The measurement model of the five dimensions of service quality revealed that the overall data model fit was χ 2 (160) = 278.717, p = .000. The significance of p statistics of the model is an indication of misfit between the covariance matrix of the observed data and the implied covariance matrix of the model. However, scholars have observed that chi-square is sensitive to sample size; therefore they recommended the use of the fit indices. Following the suggestions of Byrne (2001 Byrne ( , 2010 and Hair et al. (2010) , which propose the use of at least one absolute fit index and one incremental fit index in addition to the chi-square and its associated degree of freedom, we selected the normed chi-square (CMIN/DF), the Comparative Fit Index (CFI) and the Root Mean Square Error of Approximation (RMSEA) to evaluate our model.
The fit indices, CFI of 0.929 (above the threshold of 0.9 and above), CMIN/DF of 2.398 (within the recommended ≤ 3 cut-off point) and RMSEA of 0.08 (within the recommended ≤ .08) were found to be appropriate (Byrne, 2001 (Byrne, , 2010 Hair et al, 2010) . All the loading values of observed variables of the model are also above .60 (well above the recommended cut-off value of 0.5), showing that they are all statistically significant. Thus it can be concluded that our model fit the collected data well.
However, it should be noted that some of the co-variances among the variables are above 0.9, a sign of an existence of singularity. This prompted us to assess the convergent and divergent validities of the model. As could be seen in table 3, while our model exhibit convergent validity, the same could not be said of the divergent (discriminant) validity. Another somewhat unusual observation in the measurement model is the presence of negative sign in some of the co-variances, which may indicate that the presence of a factor exert a negative influence on the other. Notwithstanding, we still progressed with the analysis to the examination of structural model. The Critical Ratio (CR) is more than 0.7 and the Average Variance Explained (AVE), a condition for convergent validity. The meaning of this is that each item loaded on the expected construct. However, each construct could not be said to be distinct from each other (divergent validity) as only one of the two conditions that establishes this is met by our model (AVE > ASV but not MSV). 
Analysis of the Structural Model
The model hypothesized in Figure 1 was analysed using the same criteria as stated above: the chi-square test, the comparative fit index (CFI) and the root mean square error of approximation (RMSEA). Additionally, the path coefficients were examined for statistical significance at p < .05; and practical significance at path loading of ≥ .20. First we examined the factor loadings. All the items are well loaded on their factors and none of them was below 0.5, the cut-off point. Then we turn to the fit indices to see how well our data fit the model. As shown in Figure 3 , the chi-square is significant, χ 2 (270) = 766.690, p =0.000, normed chi-square, 2.84 (within the acceptable value of <5), CFI, .785 (below the acceptable value of >0.9) and RMSEA of .127 (well above the recommended value of 0.08). This shows that our model does not fit the data collected, thus the need to find a model that fits the data. 
Revised Structural Model
In revising the model, we dropped the construct, tangible, that did not contribute to the variance explained of the customer satisfaction in retail banking in New Zealand and merged reliability and responsiveness that are highly correlated (Figure 4 ). Our examination of the revised model shows that the factor loadings and fit indices are all in order. All the item loadings are above 0.5 and all the fit indices fall within the acceptable range. This was established with a Normed chi-square (CMIN) value of 1.871, which is well below the cut-off value of 5 often indicated as the benchmark in SEM literature. The CFI also yielded an impressive index of 0.915, also the RMSEA value of 0.087 is below the 0.1 cut-off point. All these show a good fit of the model. 
Results of the Hypotheses Testing
This study was initially set up to test five hypotheses that were represented by their corresponding path as presented in figure 3 with their respective path loading values. However, after revising the model to fit the data, two of the five hypotheses were eventually dropped. These are those related to the path coefficients from the construct tangible to customer satisfaction that was removed and the one from responsiveness to customer satisfaction that was merged with reliability. All the three remaining hypotheses were supported by the data with t-value significant at 5 percent. These are the path coefficients from reliability, assurance and enabling to customer satisfaction respectively. The three hypotheses exhibited positive relationships towards customer satisfaction in retail bank in New Zealand (Table 5 ). table 4 with the significant of path coefficient both practically and statistically with correct sign that indicate positive relationship. The more the customers perceived their banks as being reliable based on the provision of the core elements of banking operation, the more they are satisfied with the banks. This claim is supported at the 95 percent confidence level with path loading of 0.498 and t-score of 3.54. The second hypothesis out of the three hypotheses that made our final model is H 4 which hypothesized positive effect of assurance factor on customer satisfaction. This hypothesis is also supported both practically and significantly, at 95 confidence level with path loading of 0.238 and t-score of 1.980. The last hypothesis in our final model is H 5. This hypothesis tests the positive influence of enabling factor on customer satisfaction in retail banks in New Zealand. Like the first two hypotheses, this is also significant both practically and statistically at 95 percent confidence level with path coefficient of 0.23 and t-score of 1.977. Finally, this model explained 20 percent of the variance of the determinants of customer satisfaction in retail bank in New Zealand. All these indicate good fit of our final model to the data collected.
Discussions of the Findings
The first step in structural equation model analysis is to examine the measurement model of the constructs for confirmation of the factor loadings. As presented in figure 3 , all the measurement items loaded very well on their constructs with all factor loadings above 0.5, the minimum threshold recommended in literature and t-scores more than 1.96, which shows that they all reach 5 percent level of statistical significant.
An assessment of items measuring the construct, tangible, indicates visually attractive front office facility as the indicator with highest loading. This is reasonable since this is the first thing that a potential customer will notice and it is a rough indication of what should be expected. Beautiful environment is a bait to lure potential customers to go in and see what exactly is going on within the premises of bank before they can experience all other aspects of service quality they valued. Next on the loading is the neat appearance of the staff, this is followed by the presence of latest service technology and the use of attractive materials for the service. This is a logical sequence, from front attraction that draws the customer into the bank to meeting good looking staff that are using latest technology and serving their client with beautiful materials. Looking at the factor, reliability that measures the core services provided by the banks, the indicators with highest loading is the one that relates to the bank providing the service at the promised time. The main reason why people use bank facilities is to obtain their services. Getting this service at the time promised is very important. Thus, it is not surprising that this indicator has the highest factor loading on reliability in the determinant of customer satisfaction in New Zealand. This was followed by the employee showing sincere interest in solving customer problem and performing the service right the first time. The item with the least loading on this factor is the one on employee informing the customer the exact services that will be performed. Assessing the factor, responsiveness, it is discovered that employee willingness to help the customer is the most important factor on this construct. This was followed by employee performance that boosts customer"s confidence and giving prompt services respectively. However, it should be noted that these three constructs are highly correlated and were eventually merged in our final analysis of the structural model. This buttresses the argument in literature that some of the constructs of service quality are overlapping (Buttle, 1996) .
On the factor that measures the assurance, the most important thing to the customer here is having personal attention from the employees. This was followed by the employees being consistently courteous. The indicator with least loading on this construct is that on employee having appropriate knowledge to answer customer questions. This is rather strange, but a close look at the order shows a reasonable logic. Of what importance is a disrespectful staff with all their knowledge if it will not be useful to the clients? A courteous staff can ask others what he/she doesn"t know and still be able to present it to the customer in the best way possible, after all nobody is an island of knowledge. Finally, turning to the last construct, enabling, our assessments show that the customers really value bank having ATM machines at different location. This boils down to convenience and having access to ones funds easily at ones convenience. This is even more valued than the banks having branches at different locations or providing different product or service mixed. However, it should be noted that the respondents valued many bank branches and different product and service mix equally.
The final three hypotheses of this study were statistically significant. All the path coefficients (estimates) -from reliability, assurance and enabling to customer satisfaction -are significant at 95 percent confidence level. They are also practically significant (≥.2) and exhibit the correct signs (+ sign). The implication of this is that the constructs, reliability, assurance and enabling are all predictors of customer satisfaction in retail banks in New Zealand. The more effort exercised to enhance these factors, the more satisfied the customers would be and the good for the banks. These three factors jointly predicted 20 percent of the variance of customer satisfaction explained by our model. Looking at the strength of the path coefficient, the core construct, reliability, contributed most to the variance explained with the path coefficient of 0.498. This showed that though the customers valued various service quality dimensions put in place by the banks, their first and major concern is getting the primary services which the banks were established to do. These findings are in consonant with the previous empirical works on the determinants of customer satisfaction in retail bank in other parts of the world. It conforms to Levesque and McDougall (1996) that found reliability, assurance and enabling factors among the constructs that were significant in their study. This work also corroborates Jamal and Naser (2003) that found highly significant correlation between customer satisfaction with both core and relational factors. Finally, the study has also learnt credence to Alhemoud (2010) that found availability of ATMs in several locations and easy to use ATMs as some of the factors that determine customer satisfaction in Kuwait.
Conclusion
The main objective of this work is to assess the service quality dimensions that determine customer satisfaction in retail banking in New Zealand. Our model initially consists of five factors: tangible, reliability, responsiveness, assurance and enabling, leading to five hypotheses. However it was discovered that some of the constructs were highly correlated which led to review of the model that eventually reduced the hypotheses to three. From the findings, all the indicators used to measure the constructs are all statistically significant based on the survey responses. Thus, we conclude that the indicators are good measure of the constructs. All the three hypotheses in the final model were statistically significant at 5 percent.
Essentially, this study has done three things. The first was the profiling of the socioeconomic characteristics of the respondents, using descriptive statistics. Our findings show that males are the majority of the respondents, they are of average age of between 26 and 40 years, highly educated with various types of occupations. Most of them (57%) have more than 5 years experience with their current banks. The second achievement of this study is the establishment of measurement model for customer satisfaction in retail bank. All the items included in the measurement scale with the exception of one were good measures of their corresponding constructs. Finally, the study tested the relationship among the three dimensions of service quality and customer satisfaction. All the three factors, reliability, assurance and enabling are significant predictors of customer satisfaction in retail banking in New Zealand. However, the finding of this study should be taken with caution and more studies are needed to validate the finding especially with large samples.
Policy Implications and Suggestion for Further Studies
This study has a number of implications for the retail bank industry in New Zealand. It has not only identified the dimensions of service quality that contribute to customer satisfaction, but also how important each of these indicators is to their dimensions according to the customers" perceptions. Therefore, any policy to improve customer satisfaction in retail banking in New Zealand will know what to target and according to what priority, either from the government or the managers of these industries. However, it should be noted that more studies need to be done to validate this finding, most especially with a larger sample size. Further studies that will assess this finding across the demographic variables and bank ownership are also recommended for the good of retail bank industries in New Zealand.
